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PREFACE

The American public likes parks, and, by extension, the National Park Service.
We may not have fully earned that reputation, but must work hard to maintain it and,

ideally, build on it.
Besides the fact that we manage a lot of great places, one reason for our popularity is a

reputation for candor and honesty.  There is no substitute for truth.  Truth serves both the parks
and the public and it serves best when it is presented openly, quickly, clearly, and concisely.

The public interest in park resources and park management is high, as is the desire for
practical visitor information about parks.  The means of reaching the public have changed
dramatically over the last 20 years.  If you don’t believe that, remember when this guide was last
published in 1988 we didn’t mention fax machines!

But one fact has remained constant since the earliest days of the NPS — if we inform
people about parks and the Park Service only after they have arrived at a park doorstep, we have
cheated the visitors and ourselves.

The best — but by no means the only — tool to reach the public economically and easily
is the news media.  The media can help us or hurt us.  They will do either, both as a result of how
we work with them and the management decisions we make.  No amount of public affairs work
will rescue a bad decision.

You have many tools other than the traditional media in the box:  there’s a growing
worldwide information presence on the Internet; industry groups influence public and political
thinking and actions; friends groups and other partners carry our message along with their own;
multi-media presentations on cd-roms and videos can carry our message into people’s homes;
and simple speeches can still move thousands of people.

Working with each of these tools is part of a full public affairs program.  The goal of this
guide is to introduce you to the tools, help you and your staff work toward mastery of some, and,
maybe most importantly, to know when and where to seek the advice of others whose
experiences could help you in your work.


